The change of hospital image become socio-economic organizations requires hospital has to be able to finance its operations and compete to gain the market share. Dental Hospital of Univesitas Muhammadiyah Yogyakarta is hospital in Yogyakarta. Hospital uses various marketing strategies to seize and retain consumer. One of them is making good brand image to get consumer loyalty. The purpose of study was to determine the influence of brand image towards brand loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta. The type study was quantitative research with causality and descriptive explanation. The samples were dental specialist pastient of Dental Hospital of Universitas Muhammadiyah Yogyakarta who had visited more than once with quota sampling technique. Data analysis was multiple regression analysis. The results showed brand image dimensions had a positive and significant simultaneously influence toward consumer loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta. The favorability of brand association and uniqueness of brand association had positive and significant influence towards brand loyalty, while the strength of brand association had positive and insignificant influence towards brand loyalty. The conclusion of the study showed brand image had a positive and significant influence towards brand loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta. 
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INTRODUCTION
The hospital is a health service institution that carries on individual health services that provides inpatient, outpatient and emergency services 1 . The hospital must be able to finance its operations in order to the hospital function can be carried out properly. It causes the image change of the hospital, which is a social function to an economic function, so that the image of hospital has change into a socio-economic organization.
Potential of market potential in Indonesia makes hospital owners and managers must compete to reach markets that can provide financial benefits to hospitals. One of the challenges was how to gain and maintain market share, so that the owner and manager of the hospital has to develop and design a marketing strategy that can support its business.
Brand image is the consumer's assessment of the brand in a market. Creation can be created based on personal experience or hearing his reputation from other people or the media 2 . According to Schiffman and Kanuk, Brand loyalty is consumer preference consistently to make purchases on the same brand on specific products or certain service categories 3 . Brand image is the opinion, attitude and emotion of consumer toward a brand that reflects the cognitive or psychological elements of a brand. Brand loyalty is relationship measurement between customer and brand. The measurement can provide a possibility overview of consumer that switch to another product, especially if a brand has changed, whether price or other attributes 4 . The Health Profile of the Special Region of Yogyakarta (DIY) in 2013 shows that dental pulp disease is one of the diseases that includes to top 10 diseases in DIY. This condition shows that the demand of dental and oral health services in DIY was still high. Dental Hospital of Universitas Muhammadiyah Yogyakarta is a special hospital located in DIY. Dental Hospital of Universitas Muhammadiyah Yogyakarta has complete dental and oral health service because it has all dental specialist services of dentistry and completes dental supporting facilities. The condition should make Dental Hospital of Universitas Muhammadiyah Yogyakarta became as market leader in dental and oral health services, especially in DIY. Table 1 show the patient number of dental specialist of Dental Hospital of Universitas Muhammadiyah Yogyakarta was increased in 2014, but there was decreased of patient number in 2015 and 2016 5 . Based on the description, the study problem that can be formulated is "Does the brand image towards the brand loyalty of the Dental Hospital of Universitas Muhammadiyah Yogyakarta?"
The purpose of this study were to determine the influence of brand image towards the brand loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta and to determine the influence brand image dimension towards the brand loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta.
This study was expected to be useful on the theoretical aspect, those are a data resource for similar study reference, literature resource and provide idea about marketing management, as well as useful on practical aspect, those are obtained an overview of brand image and brand loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta and it can be used as one the base for Dental Hospital of Universitas Muhammadiyah Yogyakarta manager to determine the right strategy to develop the product, obtained an overview of the influence of brand image towards the brand loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta and provide advice to the development of marketing strategies for Dental Hospital of Universitas Muhammadiyah Yogyakarta.
RESEARCH METHOD
Type of study is quantitative study that explain causality and descriptive. The populations were dental 
RESULT AND DISCUSSION

Validitas Test and Reability Test
Validity test shows all statement of questionnaire about brand image dimensions and brand loyalty had value of r was positive and the value of r was more than 0.3 (table 2), so that all the statements were valid. Reliability test of all statement of the questionnaire about brand image dimensions and brand loyalty showed value of Cronbach Alpha was 0.973 (table 3), so that all statements were reliable. 
Descriptive Analysis
The characteristic description of respondent based on gender was present in table 4. Table 4 shows male respondent was 39 persons (39%) and female respondent was 61 persons (61%). It can concluded that mayority respondent based on gender was female (61 persons).
The characteristic description of respondent based on age was present in table 5. Table 5 shows respondent at 17-27 years old was 46 persons (46%), at 28-38 years old was 29 persons (29%), at 39-49 years old was 14 person (14%) and more than 49 years old was 11 persons (11%). It can concluded that mayority respondent based on age was 17-27 years old (46 persons).
The characteristic description of respondent based on occupation was present in table 6. Table 6 shows student respondent was 42 persons (42%), housewife was 8 persons (8%), government employees was 10 persons (10%), private employees was 21 persons (21%), entrepreneur was 13 persons (13%) and other (retired) was 6 persons (6%). It can concluded that mayority respondent based on occupation was student (42 persons).
The characteristic description of respondent based on expenditure was present in table 7. Resource: primer data, 2018 Table 7 shows respondent with expenditure average per month less than Rp2.500.000 was 43 persons (43%), expenditure average per month Rp2.500.000 -Rp5.000.000 was 25 persons (25%), expenditure average per month Rp5.000.001 -Rp7.500.000 was 18 persons (18%), expenditure average per month Rp7.500.001 -Rp10.000.000 was 8 persons (8%), and expenditure average per month more than Rp10.000.000 was 6 persons (6%). It can concluded that mayority respondent based on | 242 | expenditure average per month was less than Rp2.500.000 (43 persons). Normality test result showed all of variable has significance value was more than 0,05 (sig > 0,05). It concluded that the data has normal distribution. Multicollinearity test result showed on table 9. Heteroscedasticity test result showed all of variable has significance value was more than 0,05 (sig > 0,05). It can concluded that the data has normal distribution. It can concluded that regression model has no heteroscedasticity.
Classic Assumption Test
Multiple Regression Analysis
Multiple regression analysis result showed on table 11. Multiple regression analysis showed β value (constant) was 3,696, regression coefficient X 1 was 0,025, regression coefficient X 2 was 0,151 and regression coefficient X 3 was 0,442, so that the multiple regression equation can be written as: Y= 3,696 + 0,025X 1 + 0,151X 2 + 0,442X 3 The regression equation models in standardized regression equation were: Based on the equation, it can concluded uniqueness of brand association was most influence toward brand loyalty and strength of brand association was lowest influence toward brand loyalty.
Hypothesis Test
The determination coefficient test result showed that the coefficient of determination (Adjusted R Square) was 0.526 (Table 12 ). This value means 52.6% of brand loyalty can be explained by strength of brand association, favorability of brand association and uniqueness of brand association the variables. While 47.4% of brand loyalty was influenced by other variables not examined in this study.
Simultaneous test result (test F) was shown in Table  13 . The influence of independent variables simultaneously toward the dependent variable showed that the calculated F value was more than F table value (27.697 > 2.70) with significant value less than 0.05 (0.000). It can concluded strength of brand associations, the favorability of brand associations and the uniqueness of brand associations have a significant influence simultaneously toward consumer loyalty. The hypothesis that state the strength of brand associations, favorability of brand associations and uniqueness of brand associations simultaneously have positive influence towards consumer loyalty can be accepted (H 0 was rejected and H 1 was accepted).
The partial test result (test t) was shown in table 14. The partial test result between strength of brand association variable towards brand loyalty showed the regression coefficient value of the strength of brand association was 0.025 and has positive value. It can concluded that the strength of brand association has positive influence towards brand loyalty. Positive influence means the brand loyalty will increase if strength of brand association was increases. Regression analysis has a significance value was 0.689 (> 0.10 at 90% confidence level). It was concluded that H 0 was accepted and H 2 was rejected, meaning that the strength of brand association had no significant influence towards on brand loyalty.
The partial test result between favorablity of brand association variable towards brand loyalty showed the regression coefficient value of the favorablity of brand association was 0.151 and has positive value. It can concluded that the favorablity of brand association has positive influence towards brand loyalty. Positive influence means the brand loyalty will increase if favorablity of brand association was increase. Regression analysis has a significance value was 0.088 (< 0.10 at 90% confidence level). It was concluded that H 0 was rejected and H 3 was accepted, meaning that the favorablity of brand association had significant influence towards on brand loyalty.
The partial test result between uniqueness of brand association variable towards brand loyalty showed the regression coefficient value of the favorablity of brand association was 0.442 and has positive value. It can concluded that the uniqueness of brand association has positive influence towards brand loyalty. Positive influence means the brand loyalty will increase if uniqueness of brand | 244 | association was increase. Regression analysis has a significance value was 0.000 (< 0.10 at 90% confidence level). It was concluded that H 0 was rejected and H 4 was accepted, meaning that the uniqueness of brand association had significant influence towards on brand loyalty. 
Discussion
The data analysis showed that all brand image variables (strength of brand association, favorability of brand association and uniqueness of brand association) have a positive and significant influence simultaneously with calculated F value more than F table and a significance value was 0.000 (<0,05). It means that all of brand image dimensions of Dental Hospital of Universitas Muhammadiyah Yogyakarta were the consumers' decisions basic to be loyal to Dental Hospital of Universitas Muhammadiyah Yogyakarta.
Brand image that has been established by Dental Hospital of Universitas Muhammadiyah Yogyakarta was the consumer loyalty consederation to Dental Hospital of Universitas Muhammadiyah Yogyakarta. Complete dental specialist and dental supporting facilities were Dental Hospital of Universitas Muhammadiyah Yogyakarta's superiority compared to competitors. It is appropriate with the theory that state the image was a perception that relatively consistent in the long term (enduring perception) and formed by a product has advantages and different compared to competing products 10 . It can be said that the consumer loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta was established by image that has been built by Dental Hospital of Universitas Muhammadiyah Yogyakarta. It is accord to statement that consumers who perceive the image of product will either make a repurchase and become loyal to the product 8 . The result of a partial test between strength of brand association and consumer loyalty showed a regression coefficient was 0.025 and has positive value. Its mean strength of brand association which consists of attributes and benefits has influence consumer loyalty toward Dental Hospital of Universitas Muhammadiyah Yogyakarta product. However, the influence of strength of brand association towards consumer loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta has not significant influence. Strength of brand association can help consumers to build their image and know the brand, so that it becomes a reason for consumers to use or buy the product. A good strength of brand association has a positive effect on consumer attitudes so that consumers will make repeat purchases and become loyal consumer of a brand. Positive influence can happen because consumers perceive Dental Hospital of Universitas Muhammadiyah Yogyakarta as a company with good facilities, friendly and responsive officers, affordable costs and able to solve dental and oral problems of consumers. These things can become strength of brand association of Dental Hospital of Universitas Muhammadiyah Yogyakarta, thus built product information and establish a good image in the consumers mind.
The result of a partial test between favorability of brand association and brand loyalty show a regression coefficient of 0.151 and has positive value. This showed that the favorability of brand association has influence towards consumers' loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta product.Brand favorability makes consumers believe that the attribute and benefit of brand can satisfy the consumers, so that a positive attitude on the brand was created. Good service quality, safety and comfort, and pride to Dental Hospital of Universitas Muhammadiyah Yogyakarta were dimensions that can satisfy consumers of Dental Hospital of Universitas Muhammadiyah Yogyakarta. Consumer satisfaction was able to meet the consumer necessary, so that the purpose of purchase a product can be achieved. It is accord to statement that consumer satisfaction was goal of purchase a brand and customer satisfaction can be achieved if the product provided reaches or exceeds consumer expectation 8 . The result of a partial test between uniqueness of brand association variable and brand loyalty show a regression coefficient of 0.442 and has positive value. This shows that the uniqueness of brand association has influence towards consumers' loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta product. Complete dental specialist and dental supporting facilities were Dental Hospital of Universitas Muhammadiyah Yogyakarta's uniqueness. It may allow consumer can be treated comprehensively in one dental health facility. These uniquenesses were a Dental Hospital of Universitas Muhammadiyah Yogyakarta hallmark, so that it was difficult to replicate by other brand. The uniqueness gives a certain impression that consumer remember the products easily, so that consumer want to know more about the product. Consumer's desire to find out more about the product can make a positive impression that can imprint in the consumer's memory so that consumers will feel comfort with the brand. It will be makes consumer remember certain brands even though there are similar product, so that consumer loyalty can increase 11 .
The study result was accordance with the research conducted by Al-Abdallaha and Aborumman (2013) which states that there was a significant influence between brand associations on brand loyalty, and Iqbal and Adami's (2013) research which states that brand image has a positive influence on brand loyalty of Close up toothpaste 12 .
CONCLUSION
Based on the study result and discussion, the following conclusions can be drawn: Brand image through strength of brand associations, favorability of brand associations and the uniqueness of brand associations had a positive influence simultaneously and was significant toward brand loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta. Strength of brand association had no significant influence partially towards brand loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta. Favorability of brand association had significant influence partially towards brand loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta. Uniqueness of brand association had no significant influence partially towards brand loyalty of Dental Hospital of Universitas Muhammadiyah Yogyakarta.
